This research focused on the industries of catering services and took the Bao Wei Zhen Catering Team, for example, to explore the relationship between 'brand image', 'service quality', 'customer satisfaction', and 'customer loyalty'. It was meant to found out the important factors affecting consumer satisfaction and the words of mouth.
Introduction
In 2004, the Culture and Development Commission considered folk customs of outdoor catering to be the most culturally significant dietary achievement in Taiwan. The importance of outdoor catering in Taiwanese culture was easily recognizable. In the events of the traditional outdoor catering, there were shelters and tents set up on along streets.
In the past, because tents were always marked with the sign of the Black Pine soda drink, it was commonly known as the Black Pine Hotel (Wu Jing-yi, 2008). Despite the changes happening with times, the culture of outdoor catering activities still existed in different scenes on street and alleys. No matter in the events of weddings, funerals, ICOI-2018 temple festivals, the parties of new homes and other activities, outdoor catering still played a pivotal role.
Additionally, for the past few years, large hotels and restaurants had been mushrooming everywhere to continuously develop customer groups. To cater to the preference of the public, almost every restaurant or restaurant provided catering services for the events of weddings and festivals. Such catering events had become the very important strongholds for every competitor to occupy the markets of traditional catering services. From the standpoint of the operators of traditional catering services, such a trend was the inevitable fever for the catering services among restaurants.
As Wu Wuz-hong, Fan Shi-ping, and Zhu Ting-jia (2006) found, restaurants and hotels often used services, tastes and atmosphere to serve as marketing ways. These marketing ways directly threatened the business of traditional catering service industries to cause them losing their leadership in these markets. In addition, many restaurant chefs turned their focus on the industries of catering services. Because of the low cost to enter such catering services, the competition was mainly centered on cooking skills.
These new comers started to threaten old operators.
As consumers demanded higher value in consumption, current meal services were not only focused on filling stomachs, but also meeting the purpose of entertainment.
Therefore, in addition to the consideration of dish characteristics, operators had to consider the on-site facilities to meet customer needs as well. In view of this, the industries of traditional catering services were now facing the fierce challenges from the competitors in food and beverage markets. How to perceive the changes on market structure to further adjust their own business strategies had become an important task.
Therefore, based on the sustainable operation of the business of catering services, operators necessarily improved their products, services, and equipment actively while consolidating the brand image in the mind of consumers. Fang Hui-qin and Cai Changqing (2013) also discovered the increasing emphasis on quality when the operators of catering services were attempting to meet consumer demands with the changes happening to the business climate of catering service markets. Wang Ming-yuan and Ye Zong-qi (2015) also indicated as environment changes, the operators of catering services had to adjust and innovate to meet consumer demands. Through qualitative researches, experts found that catering services had the advantages in prices and fresh ingredients. However, they still faced some issues like the right to use venues on streets, inconvenient preservation of food ingredients, event times focused on holidays, manpower lack and service quality, etc. DOI 10.18502/kss.v3i10.3512
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As the business climate became much more competitive and customers showed the demands on higher quality, they were facing the business climate with more severe challenges. Service products and customer satisfaction had long been considered as the main factor affecting the winners emerging from competitive markets.
As many scholars had indicated, quality and satisfaction were related to customer loyalty. These factors could reduce customer complaints but expand the words of to explore the relationship among "brand image", "service quality", "customer satisfaction" and "customer loyalty". It was meant to found out the important factors affecting consumer satisfaction and the words of mouth. As such, it was helpful for the industries of catering services to create more niche and competitive advantages. The purposes of this research were organized as below:
1. It was meant to explore the influence on customer satisfaction exerted by the service quality and brand image of the industries of catering services.
2. It was meant to explore the influence on customer loyalty exerted by service quality and brand image. were hired to make meals at home. Therefore, this term meant "chefs were hired to hold banquets at home" different from the occasions with guests hospitalized at restaurants. Berry (1985, 1988) defined that service quality was a comparison between the quality actually perceived or experienced by customers (experience quality) and the service desired by customers. It was called a gap analysis and later developed into the SERVQUAL Scale with 22 question items. It was mainly to conduct subjective measurement on service quality in 5 dimensions including tangibility, reliability, responsiveness, assurance and empathy.
Literature Review

Service quality
Tangibility meant the places of providing service, together with the equipment and the persons providing service. Reliability meant the capability to provide customers with promised service correctly and reliably. Responsiveness meant the willingness of service personnel help customers and provide service immediately. Assurance meant the professionalism, politeness and reliability of service personnel.
Empathy meant service suppliers care about customers and also provide other special care. Therefore, the SERVQUAL Scale used the gap between customer expectations and actual service received to measure service quality. Bitner and Hubbert (1994) defined service quality as the overall impression of the customer on positive and negative matters onto a particular organization and its services. Lethinen and Lethinen (1991) viewed service quality as the interaction between customers and service providers. It could be categorized as process quality and output quality. The former meant the subjective evaluation on service given by customers. The latter meant the evaluation on overall service activities given by customers.
In addition, service quality should be viewed as an important concept in the industries of catering services and it was closely related to whether the industries of catering services could continue their business forever. By providing the service quality satisfied by customers, it helps the operators of catering services survive from fierce competition. Higgins (1995) contended service quality was a subjective cognitive quality. In other words, service quality was subjective trust yet not subjective evaluation. Parsons . ICOI-2018 Luo Junxian and Huang Shihao (2014) indicated there was usually a positive causal relationship between service quality and customer satisfaction in food and beverage industries. Zeithaml, Berry and Parasuraman (1996) also found service quality could positively affect the behavioral intentions of customers. The behavioral intentions of customers were probably stimulated by the satisfaction of a service plan. Therefore, good service could improve customer satisfaction (Keaveney, 1995 ).
Customer satisfaction
Customer loyalty
Customer loyalty was an important factor in helping service providers to create profits (Reynolds, Darden, and Martin, 1974) . Generally, loyal customers bought more by spending less service time. They were less sensitive to prices but bring with new customers (Reichheld and Schefter, 2000) . Fornell (1992) 
Research Design
This research was mainly meant to explore whether the design of food and beverage products and service quality would affect customer satisfaction and customer loyalty.
Also, the Bao Wei zhen Creative Cuisine Team was taken for example with research structure illustrated as below.
Brand Image Service Quality
Customer Loyalty
Customer Satisfaction
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Questionnaire pretest
The questionnaires of this research were aimed at the customers of the Bao Wei Zhen Catering Team to make pretests firstly, and then after unsuitable items were deleted through item analysis, factor analysis, reliability analysis and validity analysis, a formal questionnaire was reachable.
Collection of formal questionnaires
In this research, the customers of the Bao Wei Zhen Catering Team were served as research subjects and paper-based questionnaires were delivered for testing. Questionnaires were delivered during the period from January 14 to February 14th in 2018.
Questionnaires surveys were conducted by using sampling methods. They were delivered to consumers before the end of each banquet. There were totally 600 questionnaires delivered.
Data analysis method
In this research, questionnaire surveys were adopted. According to the purpose and hypothesis of this research, research questions and variables were defined to generate ICOI-2018 research questionnaires. First, item analysis was used to delete unsuitable topics, and then factor analysis was used to test questionnaire validity and conduct reliability analysis. Finally, multiple regression analysis was used to validate research hypothesis.
Research Result
There were totally 600 questionnaires delivered with 447 replies received wherein there were 248 males and 199 females. This research used regression analysis to explore service quality, brand image, customer satisfaction and customer loyalty. 
Conclusion
From this research, it could be found service quality exerted very important influence on the culture of traditional catering services. That was to say when service quality was good, not only the brand image could be improved, but also customer satisfaction would be enhanced. Therefore, if it was necessary to further improve the competitiveness of traditional catering service industries, the improvement of service quality was required. Through the improvement of service quality, the current plight faced by the culture of catering services could be effectively improved.
